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Abstract 
The paper considers the role of interactive forms of teaching, the project method in particular, in the implementing action and 
student-centered approach in the formation of socio-cultural and professional competences. The project method appears as a 
pedagogical technique, which is based not on integration of actual knowledge, but its application and acquisition of new 
knowledge and skills, including self-education. This determines the obvious advantage of this method in the study of disciplines, 
containing creative component, in the field of advertising in particular. Moreover, the most important advantages of the project 
method are the following: ensuring a high level of cognitive interest and students’ motivation, integration of theoretical 
knowledge into practice, development of the individuality, development and realization of students’ creative abilities. The paper 
concludes by presenting professional competencies, developed within project method. 
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1. Introduction 
Social advertising in its modern sense appears as a fairly new discursive formation in Russia.  Social advertising 
as a form of advertising has existed in Russia for more than 10 years, and, however, the most obvious problem here 
remains the lack of integrated research of discursive practices in this field which therefore determines diffusivity of 
both the term “social advertising” and the whole terminological apparatus, related to the field of social 
communication. In addition, insufficient knowledge of social advertising discourse results in the lack of 
scientifically-based recommendations for creating effective presentations in social advertising, and - as a result - for 
the choice of teaching methods of the discursive practice.
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Meanwhile, social advertising is an essential tool for creating a system of values in mass consciousness and, if 
necessary, adjustment of value priorities and guidelines, socially dangerous behavioral models and etc.  
2. Objectives, methodology and research design 
The article aims to demonstrate on the example of the course “Social advertising” the possibilities of project 
activity for formation of basic professional competences of future specialist in advertising and PR. Describing the 
methodology to solve this problem, we should note that skills of project activity are formed within activity 
(prescriptive) approach; and descriptive principle is used as an additional one.
3. Discussion of the research outcomes 
It’s obvious that social advertising has appeared for objective reasons: the destruction of the established system 
of social values, public communications and various social institutions resulted in aggravation of current social 
problems and gave rise to new troubles. Traditionally, social advertising is becoming a significant communication 
broadcaster of relevant to society values, instrument of diagnostics and treatment of social “illnesses” exactly in 
transitional periods of social development.  
The analysis of scientific papers on the discourse of social advertising makes visible that the concept “social 
advertising” has no clear definition for several reasons, such as: insufficient information on this type of discourse 
and the confusion of terminology, since the term “social advertising” has been typically used in Russia. The world 
advertising practice suggests corresponding to it terms “non-commercial advertising” and “public advertising”. And 
for all that, professional approach to advertising product development in the social sphere is absolutely essential to 
society as a whole. 
Moreover, social advertising as a form of social reflection has broad capabilities to spread spiritual, aesthetic, 
moral and social values. In combination with other tools of influence it can work for the implementation of national 
projects, modernization of the Russian society, approval of a national ideology, overcoming of social pathologies 
and socially significant deviant and dependent behavioral forms. This not an easy task to attract public attention to 
social problems is in addition complicated by the government formal approach to the creation of advertising. This 
results in a great number of weak social campaigns.  
This is conditioned largely due to a number of educational problems: firstly, not all educational institutions 
include into the educational programme in the field of “Advertising and Public Relations” the courses related to the 
work of non-profit organizations and the development of effective social advertising texts; secondly, even if such 
courses are included in the curriculum, still a serious problem of the lack of interactive component in the training of 
competent professionals in advertising and PR remains.  
The “Federal state educational standard of higher professional education of students for Bachelor’s, Specialist’s 
and Master’s degree” reads as follows: “The implementation of competence approach should include in the teaching 
and learning process extensive use of active and interactive forms of teaching (computer simulations, business and 
role-playing, case studies, psychological and other trainings) combined with extracurricular activities for 
development of professional skills of students. The academic courses should provide meetings with representatives 
of Russian and foreign companies, state and public organizations, workshops of experts and specialists” (FGOS 
VPO). 
This approach is conditioned by current situation in contemporary Russian society in general and in the area of 
education in particular. 
With the process of Russian integration into the Common European education space, the government demanded 
for educated professionals, capable of reflection and self-knowledge, ready to study, interact in a team, process 
information, including – above all others – in the field of public relations. 
In this regard, the objective needs of society, and hence demands of employers dictate the study of near-real-life 
situations and search for ways of solution of the most pressing problems of social life.  
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Since the core competencies can be formed only under own professional experience, many experts associate 
innovations in education with interactive forms of teaching, which are regarded as activities that require creativity, 
self-decision and provide conditions for personal development of each student. 
Thus, one of the basic challenges, which the modern system of education faces, is the change from a 
predominantly knowledge-paradigm, based on the process of acquisition of knowledge (which also presupposed 
parallel formation of skills), to a practice-oriented paradigm. 
In 2004, the World Bank conducted comparative tests among the graduates of post-Soviet countries (Russia, 
Belarus, Ukraine) and Western developed countries (USA, France, Canada, Israel). The evidence indicated that 
students of post-Soviet countries got high grades (9-10 points) in criteria “knowledge” and “understanding” and 
very low scores in “applying of knowledge in practice”, “analysis”, “synthesis”, “evaluation” (1-2 points). Testing 
results of students of Western countries were diametrically opposite, in other words, they showed good skills of 
analysis, synthesis, ability to make decisions at the low level of the indicator “knowledge” (Krasnova, 2005). 
In other words, researches make visible that knowledge by no means guarantee the ability to apply this 
knowledge in practice. This issue beyond a doubt is also relevant in teaching of students studying for Bachelor’s and 
Master’s degree in “Advertising and Public Relations”. In recent years, employers have been more often detecting 
some kind of “space” between the knowledge and the ability of graduates to put their knowledge into practice: a 
graduate with honors with a fundamental knowledge in his field is often unable to apply knowledge and perform a 
basic task at work. Experience has shown that the difference between the academic presenting of information and 
the real needs of the employer is extremely substantial. 
Precisely for that reason, the institutions, which are able to implement practice-oriented approach in teaching 
specialists in advertising and PR assuring formation of not only knowledge, but also required skills, will succeed 
and dominate at the market in today’s competitive environment.  
Obviously, modern competence approach to educational activity presupposes a diverse role of a teacher, focusing 
on the change from the reproductive forms and methods of teaching as simple imparting knowledge from the teacher 
to the student to applied learning and teacher’s facilitation of learning ensuring that students acquire essential 
universal and core competences that they will later encounter in their professional activity; to implementation of 
interactive methods of teaching.  
Thus, one way to solve this problem is the use of teaching methods aimed at solving specific practical problems, 
tasks and situations. 
Activity of specialist in professional advertising, including social advertising, is based on communication, for 
which the concept of efficiency (achievement of formulated results) is very significant. Therefore, it will be difficult 
to mention all the fields with which the student of “Advertising and Public Relations” must be familiar. In this 
sense, professional versatility becomes an important condition for successful and effective activity of such 
specialist. 
It is obvious that specific character of work of a PR-specialist in today’s conditions require correction of the 
educational process in higher educational institutions. One of the interactive teaching methods that allow to ensure 
the competitiveness of the Advertising and Public Relations graduates in the labor market is the case study method. 
Today case study (situational) method starts gaining widespread acceptance and is widely used by teachers to 
prepare future specialists in advertising and public relations. One of its obvious advantages is that the method 
focuses on forming both knowledge and skills essential for professional activity. In this case, special attention is 
paid to constructing and generating new knowledge, rather than receiving ready-made knowledge; this therefore 
conditions its durable fixation. 
In addition, the technology of case study method allows using it in both educational and extracurricular activities. 
In this event, the case study is successfully integrated into various types of play activity and provides essential 
professional skills in the form of entertainment and competition. In our view, project method, which currently takes 
on more importance in view, is no less significant for the solution of similar educational problems and tasks. 
The survey, held over a number of years among prospective employers, (following the results of students’ 
professional practical training) revealed that it is necessary to solve a number of problems and tasks to improve and 
reach the higher levels of training of specialists in advertising (let’s mention some of them): 
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1) to provide conditions to practice theoretical knowledge on the example of specific cases, in the form of project 
activities; 
2) to ensure the improvement of journalistic and editing skills; 
3) to improve the level of proficiency in design programming; 
4) to teach students cognitive methods, allowing an independent cognitive and innovative activity in the field of 
advertising and public relations; to predict its effectiveness and make necessary adjustments during its realization. 
In this paper, we will consider the course “Social advertising” for Master’s students in Advertising and PR, as an 
example, and analyze the priority interactive forms of training within both classroom and extracurricular activities. 
Today, development of an academic course on social advertising based on innovative interactive teaching 
methods seems absolutely relevant. 
The course “Social advertising” is included in the curriculum of a number of master programmes in Advertising 
and Public Relations at Russian universities, but, however, there are no online courses in this particular field, 
educational programs and multimedia presentations on the Web, still there is no manual on social advertising for 
students studying for Master’s degree. 
In this regard, an absolute achievement of the Higher School of Economics (Moscow) is creating a very useful, 
relevant, and informative resource – Sotsialnaya reklama.ru (Social reklama.ru (www.socreklama.ru)). Project 
Manager is G.G. Nikolayshvili. This web portal contains a set of materials necessary for study: media library, 
materials for analysis, analytical reviews etc.  
In 2012-2013, G.G. Nikolayshvili presented the project “Laboratory of Social Advertising”, the remote 
multimedia course “Modern technologies of social advertising” for the regions (as part of the international project 
ESARUSSIA - Efficient Social Advertising in Russia). However, this project has not become a regular course of 
study yet and, as a result, is not available to all who wish to become experts in the field of non-commercial 
advertising. 
Moreover, foreign universities offering master's programmes in Advertising and Public Relations are not willing 
to make visible their educational and methodological developments in this field. However, it deserves notice that an 
increased focus - according to the Bologna standards in higher education - is put on interactive learning and 
intensive practice in the sector of social advertising. 
Having finished the course “Social advertising”, Master’s degree holder must be prepared to solve the following 
professional tasks: control of communication services in the field of social advertising and PR; planning and 
organization of effective social advertising and PR-campaigns; evaluation of the effectiveness of plans, campaigns 
and special events in social advertising and PR; organization of effective internal social communications in the 
organization. 
Acquisition of skills that Master’s degree holders will apply outside the classroom in their professional activity 
becomes priority; acquisition and accumulation of essential knowledge goes along with modern teaching methods, 
thus making learning interesting and effective. 
In addition, it is important to extrapolate international standards of education and experience of foreign 
colleagues to Russian system in the training practical skills in the field of social advertising: interactive forms of 
training, practical training at state and commercial institutions in the region and beyond, providing international 
exchange and other. 
Further, we represent schematically the basic problems of the course “Social advertising”. 
1. Social advertising as a form of communication. The basic categories of social advertising. 
2. Functions of social advertising. 
3. Legal basis of social advertising. 
4. History of social advertising. 
5. Psychology of social advertising. 
6. Instruments of influence in social advertising. An appeal to fear. 
7. Instruments of influence in social advertising. An appeal to the humor. 
8. Magic of intertext in social advertising. 
9. Policode mechanisms of metaphorization in social advertising. 
10. Advertising mediums in social advertising: strategy and planning. 
726   Marina Terskikh /  Procedia - Social and Behavioral Sciences  214 ( 2015 )  722 – 728 
11. Development of creative strategy in social advertising. 
12. The effectiveness of social advertising. 
It’s absolutely evident that the use of not only and not so much passive and active learning technologies, as - to a 
greater extent - interactive forms, makes the most sense in teaching the discipline “Social advertising”. In this 
regard, the most effective tools in teaching the students to apply knowledge, skills and experiences for effective 
practice in the field of Social advertising and PR are the following interactive forms of teaching (we list interactive 
forms of teaching here and the topics where we recommend to use these forms): 
1) round table discussion – for example, the topic “Advertising mediums in the field of social advertising: 
strategy and planning”, “Legal basis of social advertising”; 
2) brainstorming session  – for example, the topic “Development of creative strategy in social advertising; 
3) colloquium – in particular, the topic “Instruments of influence in social advertising”; 
4) case-study (situational analysis) – the topic “Social advertising as a form of communication”, “An appeal to 
fear as the main strategy of the impact of social advertising”, and etc.; 
x project work – all main topics of the course; 
x discussion – all main topics of the course. 
In our view, one of the most advanced technologies of interactive teaching is a project activity method.  
To demonstrate the benefits of this technology we will consider in depth the project method, extrapolating our 
thoughts on the problems of the course “Social advertising”. 
The classical typology of projects looks like this. 
1. In terms of the dominant project activity: 
x research; 
x search; 
x creative; 
x role-playing; 
x applied (practice-oriented); 
x introductory-orientational. 
2. In terms of substantive field: 
x mono-projects (within one field of knowledge); 
x intersubject projects. 
3. By the nature of project coordination: 
x direct (rigid, flexible); 
x indirect (implicit, simulating project participant). 
4. By the nature of contacts: 
x internal (regional) (among the members of one school, class, city, region, country); 
x international (project participants are the representatives of different countries).  
5. By number of participants of the project: 
x individual (between the two partners resided in different schools, regions, countries); 
x paired (between pairs of participants); 
x group (between groups of participants).  
6. By the duration of realization: 
x short-term (to solve a little problem or a part of a larger problem); 
x the average duration (from one week to one month); 
x long-term (from one month to several months).  
From the perspective of the project dominant activity, research projects represent the greatest value as research 
activity plays the most significant role in the Master’s preparation. There are good reasons to use this type of project 
activities as the final - the course - work on discipline, because it is a fairly serious research considering the 
formulating relevant for a particular area scientific problems, defining the subject and object of research, 
formulating the tasks, the choice of the methodology to solve stated tasks. 
Besides, creative format of projects contribute greatly to effective training of Master’s students for profession. In 
this case, we can speak about a competitive project activity, based on the competitive aspect, which is inherently a 
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powerful motivational mechanism. The students can present the results of their creative projects at proved to be 
successful festivals and competitions on social advertising, where there is an opportunity to be reviewed objectively 
by the specialists-practitioners in social sphere. 
Thus, the largest Russian festival of social advertising “PORA!” (“P.O.R.A.”/ “It’s Time!”) has already been held 
in Omsk for eight years. The objectives of this festival to the best advantage match educational objectives of the 
course “Social advertising”: increasing the role of social advertising in solving of pressing social problems; the 
formation of modern social and cultural image of the region; creating of final products of social advertising; 
involvement of professionals in advertising and a wide public in the discussion of social problems. In 2013, Omsk 
was presented a new strategy of the development of the region – “Omsk is a social capital”, which present 
mechanisms to increase the attractiveness of the region and the transformation of Omsk into socially-oriented city. 
This strategy had become an important event for students of the course “Social advertising” as it gave the 
opportunity to realize their creative materials and ideas, apply knowledge and skills into practice. 
Furthermore, it’s worth noting other similar creative festivals such as “PR - profession of the third millennium” 
(St. Petersburg), “Idea” (Novosibirsk), the All-Russian competition of students projects in public relations “Crystal 
Orange” and some others. 
Introductory-oriented projects can be used in the study of all topics of the course “Social advertising”, and, in 
addition, they can act as a part - a preliminary stage - of research project. This type of project activity aims at 
collecting information about any phenomenon/object and participants’ acquaintance with data received, analysis and 
systematization of information, assessment of capability for use of this information in the implementation of 
creative or research project. 
If consider the typology of projects in terms of substantive field (mono-projects/intersubject projects) with regard 
to the course “Social advertising”, this surely refers to intersubject field. To develop and implement the project in 
this area, the student is required to use different types of knowledge of a number of substantive subjects: advertising, 
marketing, economics, sociology, psychology, statistics, culture and others. This, in turn, once again confirms the 
need for “universal” education for future specialist in advertising, and, in particular, for a holder of Master’s degree.  
Moreover, students without doubt need teacher as facilitator to direct them in their project activity. Since we are 
discussing here creative process, we consider flexible form of coordination with simulated or real participation of 
coordinator in development and implementation of the project to be the most appropriate in teaching social 
advertising.  
A necessary stage of project method is defending the projects in class, participation in discussion, opponency, 
expert review and summarizing. 
Furthermore, duration of projects’ realization depends on the type of project activity. With the regard to the 
course “Social advertising” the project may be short-term (introductory-oriented, playing), of the average duration 
(usually creative projects), long-term (research, some creative projects).  
It deserves notice that project method allows to organize independent work of a student in qualitative manner, 
i.e., in fact, there is no need for strict list of questions which have to be answered by the students. In the 
development and implementation of the project the students often face problem situations which require applying 
specific knowledge and skills. This very fact determines the following set of actions significant for the formation of 
the necessary competencies: 
x understanding of a student his own cognitive need in enlargement and deepening of knowledge on the subject he 
studies;  
x search for information to meet the cognitive needs and - as a result – goal-oriented study of information, 
processing of studied educational literature; 
x understanding of own intellectual and physical abilities, search for ways of self-improvement; 
x need to solve specific professional task, if only hypothetic, forms required self-control and independence, which 
are the key features of successful learning.    
Motivation is a crucial feature for formation of independence; for this reason competitiveness often provides 
necessary for learning interest to achieve high quality of results in project activity. All that determines desire for 
continuous development and acquisition of new knowledge, improving skills, active stand in life.     
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Thus, the project method allows the formation of a number of skills so essential for the competent specialist in 
public relations and advertising, social advertising in particular. 
1. Research skills: 
x the ability to formulate the problem; 
x the ability to assign tasks to solve the stated problem; 
x the ability to make a hypothesis; 
x the ability to choose methodology to solve a research task; 
x the ability to generate own ideas, using accumulated knowledge of various fields of knowledge; 
x skill in searching information necessary to solve the problem; 
x the ability to request the necessary information from the project coordinator, expects in one or another fields; 
x the ability to detect cause-state relations; 
x skill to use the chosen methodology in practice; 
x consistent development of analytical skills. 
2. Communication and presentation skills: 
x skill of monologue for presenting the project; 
x the ability to behave in a certain way during speech; 
x the ability to respond to  unexpected questions; 
x skill to select and use of visual aids in the presentation of the project; 
x the ability to establish contacts and dialogue with people of different psychological types; 
x the ability to controvert reasonably working in a team and, if necessary, to compromise; 
x the ability to hold one’s own; 
x skill of interviewing of focus groups. 
3. Management skills: 
x the ability to plan project activity (time, resources, process); 
x the ability to make decisions and to predict its consequences; 
x the ability to work in team; 
x the ability to coordinate, if necessary, the work of the team; 
x the ability to review own activity with a critical mind. 
The list of competencies formed within the project method, of course, can be continued: we have considered the 
most significant abilities and skills for work in the social sector. 
4. Conclusion 
The analysis suggests the conclusion that project activity, in our view, is the most significant method in teaching 
students of Master’s degree programme in the field of social advertising. This technology allows students to unlock 
their creativity by showing themselves individually or in groups, enables students to try their hand at solving real or 
hypothetical practical tasks, provides a balance between academic knowledge and pragmatic skills, demonstrating 
what is necessary to learn to solve specific professional tasks. 
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